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This thesis is a general analysis of customers’ satisfaction with the online store feature of the 
Kotisivukone-palvelu service. The aim is also to find out if the online store customers are 
content with updates done to the service and to come up with ways to improve the online store 
features. The thesis is an assignment from Ideakone Ltd. 
The empirical research material of this report is from a customer’s satisfaction survey, which 
was created in co-operation with Ideakone Ltd’s product manager. The report is analyzed with 
figures and tables that are made with Microsoft Excel 2007 programme. These results are 
analyzed in chapters 4 – 7. Theoretical material was collected from books, the Internet and 
current articles. Empiricism and theory are intertwined throughout the whole report. 
The report consists of six main chapters. The goals of this thesis are defined in the preface and 
after that one gets to know the services Ideakone Ltd has to offer: Kotisivukone-palvelu service 
and Kyselyominaisuus feature. In chapter three, all the stages of creating the customer 
satisfaction survey are gone through. Chapters 4 – 6 include analyzed results of the survey. A 
typical small online store company is defined in chapter four. After this, the next two chapters go 
deeper into the investigation of online store company’s different fields. Marketing and logistics 
are chosen as the most important fields. The marketing part is used to come up with ways to 
achieve successful visibility and compare these findings to survey results. Both the marketing 
chapter and the chapter about logistics compare survey results and theory. 
Customer satisfaction survey was sent to 1289 online store customers of Kotisivukone-palvelu 
service and received 187, answers so the turnout was about 14.50 %. The conclusion part 
states that Ideakone Ltd has room for improvement in the marketing methods within the online 
store feature. On the other hand, according to the customer feedback, logistics of the online 
store has been well implemented. One can also say that small online store companies have a 
clientele consisting mainly of private people. 
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TURUN AMMATTIKORKEAKOULU 
OPINNÄYTETYÖ 
Opinnäytetyö on nimeltään Customer satisfaction analysis of Kotisivukone-palvelu online store 
feature – Case Ideakone Ltd. Raportissa analysoidaan yleisesti Kotisivukone-palvelun 
verkkokauppa-ominaisuuden asiakkaiden tyytyväisyyttä palveluun. Tavoitteena on myös 
selvittää ovatko Ideakone Oy:n verkkokauppa-asiakkaat tyytyväisiä palvelun päivityksiin sekä 
keksiä parannusehdotuksia verkkokauppa-ominaisuuteen. Opinnäytetyö on Ideakone Oy:n 
toimeksianto. 
Raportin empiirinen tutkimusmateriaali on peräisin asiakastyytyväisyyskyselystä, joka on tehty 
yhteistyössä Ideakone Oy:n tuotepäällikön kanssa. Asiakastyytyväisyyskysely tehtiin 
Kotisivukone-palvelun Kyselyominaisuudella. Tulosten analysointi tehdään Microsoft Excel – 
ohjelmalla luoduilla kaavioilla ja taulukoilla, joita tullaan analysoimaan kappaleissa 4 – 7. 
Teoreettinen materiaali on koottu kirjoista, Internet materiaaleista sekä ajankohtaisista 
artikkeleista. Empiria ja teoria kulkevat rinnakkain koko raportin läpi. 
Raportti koostuu kuudesta pääkappaleesta. Aloituksessa määritellään opinnäytteen tavoitteet ja 
tämän jälkeen tutustutaan Ideakone Oy:n tarjoamiin palveluihin: Kotisivukone-palvelu sekä 
Kyselyominaisuus-ominaisuuteen. Kappaleessa kolme käydään vaiheittain läpi kaikki 
asiakastyytyväisyyskyselyn luonnin vaiheet. Kappaleisiin 4 - 6 on lisätty mukaan analysoituja 
kyselyntuloksia. Neljännessä kappaleessa määritellään tyypillinen pieni verkkokauppayritys. 
Tämän jälkeen seuraavat kaksi kappaletta syventävät tutkimusta verkkokauppayrityksen eri 
osa-alueisiin, joista tärkeimmiksi on valittu markkinointi ja logistiikka. Markkinointi osuudessa 
pohditaan menestyvän näkyvyyden saavuttamisen keinoja ja verrataan niitä kyselyn tuloksiin. 
Kuten markkinoinnissa myös logistiikkaa käsittelevässä kappaleessa verrataan kyselyn tuloksia 
ja teoriaa. 
Asiakastyytyväisyyskysely lähetettiin 1289 Kotisivukone-palvelun verkkokauppa-asiakkaalle ja 
vastauksia saatiin 187 eli osallistujamäärä oli noin 14,50 %. Työn loppupäätelmissä todetaan, 
että Ideakone Oy:llä olisi parannettavaa verkkokauppa-ominaisuuden 
markkinointimenetelmissä. Toisaalta verkkokaupan logistiikka on asiakaspalautteen mukaan 
hyvin toteutettu. Voidaan myös todeta, että pienten verkkokauppa yritysten asiakaskanta 
koostuu pääasäiassa yksityishenkilöistä. 
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1 PREFACE 
The goal of this thesis is to find out if the Kotisivukone-palvelu service online 
store customers’ are satisfied with the online store feature. These customers 
are small company owners in Finland. The empirical part of this report was 
made with a customer satisfaction survey and sent to these online store 
customers. As a result, I will make some improvement ideas to the online store 
feature. I will also find out whether the customers were content with new 
updates made to the online store feature. This is a quantitative study. I used two 
main theory sources: Paul Grefen’s book about Mastering e-business and Dave 
Chaffey’s book about E-business and e-commerce management, Strategy 
implementation and practice. 
The idea to start investigating this topic came to my mind, when I was doing my 
practical training period at Ideakone Ltd. My work description was among other 
things testing online store interface of Kotisivukone-palvelu service in the 
product development department. Kotisivukone-palvelu is the main product of 
Ideakone Ltd. This got me interested in online store structures and what type of 
customers this online store feature had at their usage. Slowly I built up the idea 
to do a survey to those Kotisivukone-palvelu customers who have ordered the 
online store feature. I presented the idea to my superior, who agreed that I 
could do a survey concerning this topic. There was luckily coming an update to 
the online store feature, so Ideakone Ltd was willing to let me do a survey that 
included questions about the updated features. In addition to this, the survey 
includes questions about the functionality of the online store feature and about 
general customer satisfaction. 
The result was a customer satisfaction survey of the online store feature, which 
covers the following topics: general customer and firm information, information 
of the online store feature, online store marketing, payment services and 
logistics and a general estimation of the service. The survey was done with one 
of the features of Kotisivukone-palvelu, which is called Kyselykoneominaisuus 
feature. I am analyzing customers’ answers to those questions throughout this 
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thesis. The results were analyzed with Microsoft Office Excel and demonstrated 
with several graphics and tables. The empirical part is covered with this 
customer satisfaction survey which is included in its authentic form in the 
appendix. 
The subject of the thesis concentrates on small sized companies. The 
restriction of the subject is influenced by the target group of the customer 
satisfaction survey. The target group consisted of small sized company owners, 
who have the online store feature of Kotisivukone-palvelu service ordered. It is 
expected that these types of companies will use the Internet services a lot more 
in the future. As a final result, Ideakone Ltd should get information about how 
the customers have received the updates to the online store and what Ideakone 
Ltd needs to do to improve their services.  
 
 
 
 
 
 
 
 
 
9 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Tanskanen Elisabet 
2 IDEAKONE LTD 
This company called Ideakone Ltd is a seven year old business located in 
Helsinki. It is a relatively new information technology company that has 17 
employees covering the following departments: office department, sales and 
marketing, research and development and customer service. Ideakone Ltd has 
two managers, who are also the company founders, CTO Antti Ala-Ilkka and 
CEO Mikko Nurminen. (Ideakone Oy 2012.) It seems that Ideakone Ltd is a 
small enterprise and its own market area is represented by the same sized 
companies. One could assume they have the knowledge of what type of 
services their customers need being in the same situation as themselves. The 
founders of Ideakone Ltd generated this company to give customers added 
value by providing them access to internet marketing with web pages. 
Kotisivukone-palvelu service is aimed at private persons, small companies, 
societies and sport clubs. Kotisivukone-palvelu is also said to fit well to 
restaurants and one can also build homepages for pets and for events such as 
weddings. (Ideakone Oy 2012). It is said in this company’s homepages that 
Kotisivukone-palvelu has at the moment approximately over 200 000 
homepages opened with this service (Ideakone Oy 2012). 
2.1 Introducing Kotisivukone 
The service that customers can use is called Kotisivukone-palvelu. This service 
can be found in the Internet for instance by using the Google search service or 
through their web pages www.kotisivukone.fi. There is a two week testing 
period in which the customer can decide if they want to order the product or not. 
The idea is that customers can themselves create the type of pages they want 
with the tools Kotisivukone-palvelu provides. This self service product gives the 
customer freedom to create and maintain one’s own web pages. Customers 
aren’t left alone to solve problems or questions that they might come up with, 
but the Ideakone Ltd’s customer service is there to help them. 
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There is also another way Kotisivukone-palvelu provides their services and that 
is called Avaimet käteen -paketti. This Avaimet käteen -paketti is a service that 
provides readymade homepages customized to the customer's needs. The 
Kotisivukone-palvelu claims that the pages can be built in 10 minutes and that it 
is also easy and fast to maintain them. (Ideakone Oy 2012.) The main point is 
that customers don’t have to have any type of knowledge on building a 
homepage. 
The basic tools provided by this Kotisivukone-palvelu service are all in 
customers’ usage after they have decided to order the product. There are also 
many additional features like online store, which customer can include to their 
pages for extra cost. In total, there is to be found 18 different types of additional 
features (Ideakone Oy 2012). 
2.2 Presenting Kyselyominaisuus feature 
The feature called Kyselyominaisuus was the service which I used to make the 
customer satisfaction survey that is analyzed in this thesis. Kyselyominaisuus 
feature is one of the additional features to be purchased at extra cost. The 
service has tools to build easily and quickly a survey. Firstly one gives a name 
to the survey and then the building process can begin in the manager pages. 
The manager pages have those tools which can be used as a drag and drop 
style. The user just clicks the function that is needed at the moment. 
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Picture 1. Manager pages of the Kyselyominaisuus feature. 
For example one can choose with the mouse a function called Otsikko. The 
Otsikko moves straight to the survey, where one can enter the information 
needed as the picture 1 shows. To update the changes one must save the 
survey and the results can be seen right away in the form as the end user would 
see the survey. After several times repeating the steps I mentioned just now, 
the survey is ready to be sent by email to the target group. There can be set a 
certain answering time before the query is shut down. The survey owner can 
start analyzing the results with the functions Kyselyominaisuus feature provides. 
Those include the possibility to see all the answers in an Excel table or as a 
summary made from the answers. Here one can choose those questions which 
one wants to analyze. It is also possible to limit from what time range the results 
will be collected from. (Ideakone Oy 2012.) 
2.3 Presenting Kotisivukone online store feature 
While I was working at Ideakone Ltd I created my own homepages. These 
pages were only created for testing how the Kotisivukone-palvelu works. These 
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pages include online store feature that is provided by the Kotisivukone-palvelu. 
There are several examples of online stores that are provided by the 
Kotisivukone-palvelu. Last year winner of Kotisivukone-palvelu service 
competition for the best online store was Kuntopiste.com (Kotisivukone Oy 
2013). These pages are a classical example of B2C type of marketing method 
used in online stores (Grefen 2010, 18). 
There are two types of views on the online store which the online store keeper 
can see. The one is the admin view and the other is the end user’s view. With 
this admin view the online store keeper can control everything on the online 
store. 
 
Picture 2. Admin page of Kotisivukone online store feature. 
As the picture 2 shows above at the left side of the online store admin page the 
user can choose functionalities: Tuotteet, Tuoteryhmät, Tilaukset, Raportit and 
Asetukset. These are the main tools to control the online store. This is a 
compact service and the most important part is the Tuotteet page. From the 
Tuotteet page online store keeper can add, edit and remove products to the 
online store. It’s also possible to add pictures, descriptions of the products, set 
the price and many more actions. The online store keeper can update ones 
online store at any time and as often as is needed. 
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3 THE CREATION PROCESS OF THE SURVEY 
It took a long time to come up with the final version of the customer satisfaction 
survey. There was in total 13 versions of the survey. The primary aim was to 
find out if the customers were content with the online store feature. Secondary 
aim was to find out if the recent updates were making the service better or 
worse. Thirdly the aim was to find out what type of new features the customers 
would want to have added to the online store feature. Open-ended questions 
were used to give customers the possibility to specify their answers, but also 
the questions concerning the online store improvements were open-ended 
questions. See the appendix questions 27, 28 and 29. In his book Sontakki 
writes of most popular ways to make a survey and one of those is an interview 
through mail (Sontakki 2010, 158). I am going to use his method partly. I am 
going to send an invitation email to the customers that is going to include a link 
to a survey service. The service is called Kyselyominaisuus feature. It was 
natural for me to choose this method, because the Kyselyominaisuus feature is 
one of the Kotisivukone-palvelu service features. Customers were also familiar 
with this Kyselyominaisuus feature and knew how to use it. I am analyzing the 
survey result with Microsoft Excel 2007. With select box and radio button types 
of questions I used the Pivot table functionality in Excel, but the open-ended 
questions where analyzed by reading and selecting the most important ones to 
be added and analyzed in this report. 
3.1 Starting point 
The customer satisfaction survey’s creation process was approximately seven 
months long. The template of the survey was created on top of a test 
questionnaire, which I made during my training period at Ideakone Ltd in 2011. I 
removed the old test questions and started adding the customer satisfaction 
questions into this old template after the survey had different categories and 
questions for each of those categories. That is why the survey has the year 
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2011 as a creation date at the bottom of the survey’s pages as you can see 
from the appendix 1. At first I created some questions and showed them to the 
company’s product manager Janne Kauppinen. Then we started to specify and 
modify the inquiry in co-operation. Some questions were removed and some 
added during several meetings that were required to create a query that both 
parties were satisfied with. The creation process was done by using Microsoft 
Word, but the final questions were added to the Kyselyominaisuus feature. For 
this I had to think the structure of questions either they were, for example, 
multiple choice or open-ended ones. The formation of questions affect the way 
customers respond to the questions, for example, in questions were there are 
numerals representing years from 1 to 4 (Sontakki 2010, 158). See the question 
number 8 from appendix 1. If I hadn’t added the Alle 1 vuoden choice to the list 
of choices the result of the answers would have been incorrect because those 
who would have belonged into this Alle 1 vuoden category would be forced to 
choose the 1 – 2 vuotta category. This would have happened because the 
question 8 was compulsory. Results of this question would have been distorted. 
There was couple of goals to be achieved by doing this customer satisfaction 
survey. The product manager wanted to find out how the upcoming update to 
the online store feature will be received. My agenda was to see what reasons 
made customers to purchase this online store feature and how useful it has 
been for their company. The final mode of the survey was therefore a 
combination of many areas, which were combined into five categories. These 
categories include 29 questions in total. The categories and questions are listed 
below. There would have been more questions, but some were removed, 
because all updates were not ready by the time the survey was scheduled to be 
sent. 
A. Information about the company and customership 
1. What do you sell/offer to your clients? 
2. Does your company have a physical store? 
3. Choose a county where your company is located. 
4. How long your company has been functioning? 
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5. How big do you estimate your clientele? 
6. How much is your sales? 
7. Which one of the following customership you have? 
8. How long have you been a customer of Kotisivukone-palvelu? 
9. What billing period you have chosen? 
10. Why did you become an online shopkeeper? Choose two. Other 
reason, what? 
B. Online store feature 
1. Do you have the online store feature active at the moment? 
2. What online store version you are using? 
3. Does your online store have a shopping basket feature? 
4. Why aren't you using the online store feature? Some other reason, 
what? 
C. Marketing of the online store 
1. In your opinion has your online store got enough visibility? 
2. What of the following advertisement tactics or channels have you 
used? What else? 
3. Are you satisfied with the results you have got from the marketing 
methods you have used?    
4. How much are you ready to pay for a better visibility for your online 
store? 
5. Do you want to send email advertisements about sale or new 
products/services directly to your online store customers? 
6. Would you like to find out your customers satisfaction with an 
electronic questionnaire? 
D. Payment services and logistics 
1. Do you have following payment services or customs? What bank? 
Something else, what? 
2. What of the following logistics choices do you use in your online 
store? Something else, what? 
3. What grade would you give to the logistics you are using at the 
moment? 
16 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Tanskanen Elisabet 
4. Are the online store features comprehensive enough? How would you 
improve? 
E. General estimation 
1. What grade would you give to online store feature? 
2. You think that the pricing of the online store is… 
3. What type of improvements would you like to have for the current 
online store features? 
4. What type of new additional features would you like the online store 
to have? 
5. Here you can comment freely your opinions about the Kotisivukone-
palvelu service. 
3.2 Testing and sending the survey 
After 13 versions of the survey were made the final version of the customer 
satisfaction survey was ready. Before the final execution of the survey, I had to 
test couple of times how the sending process would work and what the survey 
would look like on client’s computers. I send the survey to my own email 
address and I filled out the form. There were compulsory fields that caused 
some difficulties to sort out. The main problem was to figure out how the 
compulsory questions, that had the asterisk symbol on them, would suite to all 
types of customers. So that the usage of asterisk symbol in a question wouldn’t 
cause them aborting the survey in a wrong place. For example there were some 
customers that weren’t using the online store feature even though they had 
ordered it. The problem was to get them finish the survey by going through all 
the compulsory fields that I wanted them to answer. The solution was to add 
instructions below question number 11. See the appendix 1. After finding out 
the survey looks acceptable it was time to attach the customer’s emails and 
send the survey invitation email message which included a link to the survey. 
The survey was executed with the Kyselyominaisuus feature, which I was 
offered to my usage by my superiors at Ideakone Ltd. The customer’s email 
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addresses were fetched from the database by another worker from Ideakone 
Ltd, who had access to customer databases. All of the online store customers 
were the universe where from I chose the target group of customers (Vilkka 
2005, 77). The product manager instructed that the customers to whom this 
survey was sent should have two criteria’s met. Those were that the online 
store customers have ordered the online store and that the first bill has been 
paid. Then I told these demands to the employee who works with the database. 
The result was 1289 online store customers whom I sent the survey to. The 
survey was sent to the same group of customers twice. The customer 
satisfaction survey was open for two weeks and after one week I sent the 
survey the second time. We decided this with the product manager. I sent the 
survey twice, because there is always the possibility that a mail gets lost. After 
approximately an hour the survey was sent the first time I received an email 
from a customer who said that some regions in question three “Choose a 
county where your company is located” were missing. See the appendix 1 
question number 3. I went to see if it was true and found out that the customer 
was right. I went and filled in couple of counties that were missing from the list 
while the survey was open. There had happened a copying error that I hadn’t 
noticed while testing the survey. I had left accidentally out the counties of Etelä-
Pohjanmaa and Keski-Pohjanmaa from the counties list (Tilastokeskus 2011). 
3.3 Final results 
After I had sent the survey the first time to 1289 customers I got 135 competed 
answers back which is about 10 per cent. The answers were received to the 
Kyselyominaisuus feature service and also to my email account that I have in 
Kotisivukone-palvelu. The second time I send the survey again to those 
customers whose answer wasn’t received. I screened them out from the results 
I had gotten into the Kyselyominaisuus feature service and then compared them 
to original list of web store customers. The email addresses where available for 
me to look from the Kyselyominaisuus service at a place where you could 
browse through the results. This way those customers who had answered 
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wouldn’t get this survey invitation in vain twice. The final results were 187 
answers to the survey out of 1289 that is 14,51 per cent. This should be also 
noticed that among those who didn’t answer – for one reason or another – there 
were also about 64 failed email messages. Those email addresses had faced 
failure during the sending process because of technical difficulties. There wasn’t 
anything I could have done about this. I thought this should be mentioned that 
some of the selected web store customers didn’t even have the chance to take 
part to this survey because of not receiving the email invitation. In total 1038 
recipients didn’t answer the survey’s question. 
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4 ENTERPRISE STRUCTURES BEHIND ONLINE STORE 
COMPANIES 
Small companies usually belong to B2C category of internet marketing area. 
B2C is a short from words business to consumer. In this type of online store 
customership, which is the most popular and well known business form in the 
Internet market, provide its customers both services and products or focuses 
only on services or products to be purchased. (Grefen 2010, 18.) The other 
form of internet marketing is B2B, which means that the trade is made between 
two businesses. Paul Grefen says that B2B is more profitable way to do 
business via web then B2C. (Grefen 2010, 15.) 
4.1 Defining micro and small sized companies  
Generally thinking almost any company can have an online store and it doesn’t 
matter if one sells products or services. In this report I am focusing on the micro 
and small sized companies. One precise way to determine if a company is 
micro or small sized is to take a look at the amount of employees. Since we live 
in Finland the European Union Commission has set the exact numbers to define 
these categories. From the year 2005 onwards the European Union 
Commission has defined that a company with less than 10 people working in 
their company is a micro company. Micro company has to also have annual net 
revenue up to 2 million €. Instead the small sized company’s net revenue can 
be up to 10 million € a year. The staff working for small sized company can 
reach up to 50 workers. (European Union 2013.) 
In the customer satisfaction survey there was a question number 6 which asked 
the online store feature customers to estimate revenue they make in a month. 
This is to be found as table 1. below. Just by multiplying the monthly net 
revenue with 12 one gets the approximated annual net revenue which the 
companies with online stores make. 
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Table 1. Question 6. How much is your net revenue? 
6. How much is your net revenue? 
 
 
Amount 
Percent 
Frequency 
Frequency Annual net revenue 
Less than 100 
€/month 
8,60 % 16 less than 1200 €/year 
100 - 1000 €/month 20,43 % 38 1200 – 12 000 €/year 
1000 - 5000 €/month 31,18 % 58 
12 000 – 60 000 
€/year 
5000 - 10 000 
€/month 
13,44 % 25 
60 000 – 120 000 
€/year 
Over 10 000 €/month 26,34 % 49 over 120 000 €/year 
Grand Total 100,00 % 186  
 
As the table 1 shows the estimated annual net revenue of the online stores it 
doesn’t fully able me to define which amount of net revenue these online stores 
meet the European Union standards of micro or small sized company. The 
reason is I didn’t ask the customers to tell how many employees they have. 
That is why I only analyze the annual net revenue amount of these answers. 
The range of the yearly turnover is from less than 1200 € to over 120 000 €. 
About 9 per cent of online stores earn less than 1200 € which is not good, but 
one has to remember that these online stores might be fairly new or very small 
businesses. These factors might lead to small income. On the other hand there 
is the majority of about 31 per cent of online stores that earn 12 000 to 60 000 € 
net revenue a year. And there is also about 26 per cent of stores that make over 
120 000 € net revenue a year. 
Table 2. Question 2. Does your company have a physical store? 
2. Does your company have a physical 
store? 
Answer Percent frequency Frequency 
No 62,03 % 116 
Yes 37,97 % 71 
Grand 
Total 
100,00 % 187 
 
As you can see in the table 2 that about 38 per cent of the online store feature 
customers have also a physical store. This clearly states these companies 
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having income from other products or services being sold on top of the online 
store’s net revenue. Therefore I cannot say for sure how much out of this 38 per 
cent of the companies totally earn. There might be companies amongst this 38 
per cent making up to 2 million € net revenue a year which means they could be 
by one definition a micro sized company. Of course also all the other companies 
earning less than 2 million net revenue belong into the micro sized company 
category. 
4.2 Defining a typical company with an online store service 
As Paul Grefen claims that companies had to adjust to the changing markets 
and tap into the Internet market field (Grefen 2010, 8). I am not even sure if one 
can even define such a term as a typical company that provides an online store 
service. It is soon going to be down to a must having an online store in order to 
survive as a competitive company because customers are moving from physical 
stores into virtual ones.  
I would like mention company called Lelut.fi that has been established just for 
the internet market. Lelut.fi is a great example of new company on web that has 
been able to become a success story in one year for its founders. The online 
store stared as a hobby between a father Mikko and a son Santeri Punkala in 
the autumn of 2011. This family business tries to be the most inexpensive toy 
vendor in Finland. Even they started modestly with small profit goals, it has lead 
to a successful enterprise with estimated monthly sales of 100 000 €. Lelut.fi 
started as a home based business and has expanded into a storage room. 
(Rantanen 2012, B5.)  
This is an example of an online store that has got only the storage room, but no 
physical shop. I have heard from several entrepreneurs that nowadays 
establishing a business doesn’t mean having an office and employees working 
there. A member of the company can be working from their own homes and be 
connected via web. Companies with online stores can be an extension to a 
22 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Tanskanen Elisabet 
physical company with an office or store, but it can also consist of a laptop and 
a person selling services via Internet, for example, files or ebooks. 
4.3 Survey: General information 
Under this subtitle I will analyze some questions from the customer satisfaction 
survey. I chose five questions and those are: combined questions 4 and 5 and 
combined questions 6 and 7 also question number 1. The question number 4 
asked the age of the online store and the question number 5 found out the 
amount of clientele. The result of combining these questions 4 and 5 is to be 
seen in figure 1 “Company's age frequency in relation to clientele frequency”. It 
is a bar chart. There is also another bar chart figure number 2, which is a 
combination of questions 6 and 7. The question number 6 asked from the 
customers their monthly income and the question number 7 asked their 
customership status. Combining data of these two I ended up with a bar chart 
called “Company sales in ratio with customership”. There is also a question 
number 1 “What do you sell/offer to your clients?”, which results are shown in 
table number 3. I will analyze the figures 1 and 2 and table 3 under three 
subheadings. In those sections I will talk about: things offered in Kotisivukone-
palvelu service customers’ online stores, company’s age in relation to clientele 
and customership’s effect to sales numbers. 
 
Things offered on online stores 
 
The survey’s first part was called Company and customer information. In this 
part I asked online store customers general questions related to their company 
and clients. The first questions to the survey were intentionally chosen to be 
easy and quick to answer so that customers felt that this survey doesn’t take too 
much time to finish. This was the idea of the product manager. I agreed with 
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him and decided to choose a question “What do you sell or offer to your clients” 
to be the first question. 
Table 3. Question 1. What do you sell/offer to your clients? 
1. What do you sell/offer to your clients? 
Service  Percent 
Frequency 
Frequency 
Products 66,67 % 124 
Services 5,38 % 10 
Services and 
Products 
27,96 % 52 
Grand Total 100,00 % 186 
 
The customers were able to choose from three alternatives: products, services 
and services and products. Products were the most sold objects. About 67 per 
cent of the clients got their company’s income from selling products as the table 
3 shows. The table 3 shows the raw data of the question number 1: What do 
you sell or offer to your clients. 
Paul Grefen defines things which are sold in the internet market area into 
different categories.  
1. “Physical goods 
2. Digital goods 
3. Services 
4. Financial goods 
5. Hybrid objects” (Grefen 2010, 22). 
By his definition products that my survey’s question number one refers to fall 
into the category of physical goods. These are concrete products, for example, 
postcards which an online store customer can buy from the online store and 
have delivered to ones mailbox. (Grefen 2010, 22.) The non-concrete things are 
called services which are offered only by 5 per cent of the online store 
customers. This you can also see from the table 3. Services are things that the 
provider here the online store keeper offers to the receiver here online store 
customer (Grefen 2012, 22). Combining products and services into one online 
store’s list of objects to be purchased was more popular than services, but less 
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popular then products. The table 3 shows that 28 per cent of online store 
customers offered both products and services. 
 
Company’s age and clientele 
 
In figure 1 I combined questions 4 and 5 into one bar chart called Company’s 
age frequency in relation to clientele frequency. Question number 4 was "How 
long your company has been functioning?" and questions number was 5 "How 
big do you estimate your clientele?". I thought it would be interesting to see how 
these two facts: company’s age and the amount of clients affect one another. 
 
Figure 1. Questions 4 and 5. Company’s age frequency in relation to clientele 
frequency. 
The grand total shows that most typical Kotisivukone-palvelu service's online 
store customers had customer base that consists of 50 to 200 people. The bar 
chart in figure 1 shows this was true about to 36 per cent of the online store 
customers. Grand total shows also that clientele of less than 50 is affecting 
about 18 per cent of the online stores. Small companies don't usually have 
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financial base to provide services or product to a wide range of customers, 
especially if the online store company is relatively new. That is probably why the 
50 to 200 people of customers is the most popular clientele type. Just over 28 
per cent of the online store customers have clientele of 200 to 1000. As the 
chart shows an online store company established less than a year ago has the 
highest amount of all belonging to the group of 50 to 200 customers. Having 
said that, companies which have been established 3 to 6 years ago seem to 
have also exceptionally high amount of customers belong in clientele group of 
50 to 200. The number is 9 per cent as you can see from the figure 1. 
The thing that has to be taken into consideration is also the fact that some 
companies may have an old company with solid customer base. These 
companies have then added an online store and the old customers have found 
their way into their internet shops. This might be an explanation to the reason 
why the group with clientele with over 6000 customers is present, not only in 
older companies that are from 7 to over 30 years old, but also in less than 1 
year old. All in all the grand total in figure 1 shows that approximately 5 per cent 
of the online store customers have succeeded in having a clientele of over 6000 
to use their online store services. I would say this is a relatively good amount 
considering that these online stores are mainly targeted to Finnish market area, 
but the number could of course be much bigger. 
 
Income of online stores 
 
I decided to combine also questions 6 and 7. Question number 6 “How much is 
your net sales?” and question number 7 “Which one of the following 
customership you have?” produced a bar chart, which is visible in the figure 2 
Company net sales in ratio with customership. I wanted to include this chart into 
this report because it shows monthly net sales numbers, but also reflects sales 
to the customership. 
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Figure 2. Question 6 and 7. Company net sales in ration with customership. 
Kotisivukone-palvelu service has three types of customers which are society 
customers, company customers and private customers. All of those can have 
an online store feature at their usage. I thought it would be interesting to 
compare private customers and company customers’ differences on their 
monthly net sales. 
According to the figure 2 bar chart about 13 per cent of the private customers 
get a 1000 to 5000 € monthly net sales. About 18 per cent of the company 
customers earn the same amount of net sales per month. So the difference 
between 1000 to 5000 € a month between those two customership type is about 
5 percentage points. I would say that is not much of a difference. Instead there 
is a great difference of about 18 percentage points to be noticed, when taking a 
look at the net sales frequency of over 10 000 € a month. About 21 per cent of 
company customers have over 10 000 € monthly net sales. At the same time 
only about 4 per cent of the private customers manage to have a monthly net 
sales over 10 000 €. 
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5 MARKETING OF THE ONLINE STORE 
To quote from a book called Mastering e-business ”e-business is IT-enabled 
business” (Grefen 2010, 3). This is why the marketing of an online store should 
mostly focus on marketing that happens on the Internet. Marketing is one of the 
important categories of an online store business that has to be taken care of. 
The Internet has given endless possibilities to market almost anything globally, 
but now the focus is on Finnish markets. All though there are many possibilities 
to market ones online store the question is, which one suites best for your 
company’s needs. The online store Lelut.fi had some problems finding the right 
marketing channel via web. After trying Facebook Lelut.fi store owners found 
that Google AdWords was much more efficient. (Rantanen 2012, B5.) 
Kotisivukone-palvelu service also offers the Google AdWords marketing service 
to their online store customers. The popularity of Google Ad Words is shown in 
the figure 3. 
 
Figure 3. Question 10. Why did you become an online shopkeeper? 
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 I wanted to increase firms sales. 
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Online store itself could be seen as a marketing channel for those Kotisivukone-
palvelu online store owners who have a physical store. I came into this 
conclusion by analyzing the survey’s question number 10 in figure 3. About 27 
per cent of the online store customers wanted to get more visibility for their 
product, brand or service. This means that online stores are seen as additional 
market and marketing area at the same time. The Internet makes this type of 
multiple usages possible. As the bar chart in figure 3 shows about 22 per cent 
have chosen to become an online store keeper in hopes of increasing their 
sales. It was also considered important to give customers the possibility to 
purchase online store products round the clock. Marketing ones products 
doesn’t get any efficient than this. This just proves the importance of company’s 
online store. Meaning those companies that have also a physical store can get 
more visibility and perhaps more customers visiting their physical store after 
seeing their web store. (Chaffey 2009, 421.) 
5.1 Creating the basis for successful marketing 
An online store keeper has to figure out how to stand out from all of the other 
online stores and especially from the biggest competitors, who offer the same 
products or services. Looking at the selling price isn’t the only thing, because 
every online store has its own criteria and vision that it stands for. This is why 
an online store entrepreneur has to have a plan from which a successful 
marketing is built. A SWOT plan is used usually to start up a company and a 
similar type of a plan can be used to build foundation for marketing (Chaffey 
2009, 420). Dave Chaffey gives one example in his book on how the 
entrepreneur can start designing a marketing plan. I think his plan covers all 
important issues that are to be taken into consideration when planning 
marketing in the web. In my opinion if the entrepreneur has already a physical 
store one has to take into consideration how the old customers are taken care 
of while creating the marketing plan. It might be beneficial to aim advertising by 
post or leaflet to the old customers to visit the new web store of the company. 
Dave Chaffey’s theory consists of five different sections. (Chaffey 2009, 421.) 
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Firstly he concentrates on analyzing the general condition of marketing in 
relation to competitors. The entrepreneurs should find out what and how 
competitors manage their marketing and business. Online store keeper has to 
be prepared to be one step ahead in relation to other online stores that are 
competing on the same category of Internet marketing. The second thing Dave 
Chaffey mentions is to find out the goal of this marketing plan for the online 
store company. What kind of results the marketing is expected to bring. Thirdly 
is the factor of how to approach potential buyers on the web. This happens by 
deciding what type of marketing is going to be used and where in the Internet. 
(Chaffey 2009, 469). The online store owner should consider whether to 
advertise online or use traditional marketing tactics or both (Chaffey 2009, 463). 
Fourthly there are: “product, price, place and promotion” (Chaffey 2009, 
421).These four subjects are part of the marketing planning, but these four 
subjects have to include the customer’s perspective. This can be discovered by 
doing customer surveys. (Chaffey 2009, 449.) Lastly are the execution of the 
actual marketing tactics and measuring the results of current marketing 
methods efficiency (Chaffey 2009, 449). 
5.2 Finding your customer 
Any publicity is good publicity isn’t the truth when looking at the image of an 
online store that wishes to be respected and trustworthy. The first thing an 
online store owner has to do is to define the customer target group. Who would 
be interested in this company’s products or services? This is an important step 
because it determines how to approach these specific customers. In this report 
the online store companies are small and I could draw a conclusion from this 
that the trading happens mainly between B2C. Therefore the marketing has to 
be focused on private people and finding out their consumption habits. The way 
to find customers is to create an approachable brand. And if the company 
already exists in a physical form, an online store keeper should consider if it is 
possible that this brand could be advertised on the web also.  
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Creating a brand is the only thing which will differentiate one online store from 
another. There are many things to be taken into consideration when creating a 
brand for a product or service in the Internet (Chaffey 2009, 464). With a brand 
the online store keeper creates an image. The image of the online store is the 
brand. To maintain a good brand customers have to be kept satisfied after 
every time customer uses the company’s online store. If a promise has been 
made that a customer will have quick delivery times or a wide range of products 
to choose from these promises have to be met. This means there shouldn’t be 
any delays on delivering products or there should always be enough products in 
the storage. Otherwise the brand might lose its image as a reliable online store 
and customers might end up into the competitors’ web site. (Chaffey 2009, 
465.) In a case where the online store owner has a physical store and regular 
customers, the owner might try to use promotional tactics to inform the old 
customers about a new possibility to do purchases via web. A good example of 
promotion made by an online store owner is an electronic customer letter which 
is an email advertisement directed to customers. This is a service that 
Kotisivukone-palvelu service also offers to its customers. (Chaffey 2009, 462.) 
5.3 Survey: Marketing of an online store 
Under this subtitle I will analyze two of the marketing oriented questions that 
were in the customer satisfaction survey. Those are “What of the following 
advertisement tactics or channels have you used?” and “How much are you 
ready to pay for a better visibility for online store?”. With these column charts 
created from the answers I try to draw some conclusions on what type of 
advertisements are proven by the Kotisivukone-palvelu service customers to be 
most useful. At the second chart I try to find out how willing the online store 
customers are ready to invest to boost their company’s image. Perhaps this will 
give Ideakone Ltd some indication on how to improve their customers marketing 
tactics offered by Kotisivukone-palvelu service. 
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Different ways to advertise 
 
Kotisivukone-palvelu service users have thought highly of search engines. The 
survey shows that Google AdWords as the figures 4 shows its popularity. It 
shows that about 25 per cent of online store keepers use Google AdWords to 
advertise their store. If an online store owner decides to advertise their 
company with Google AdWords, their company’s online store page will show up 
as one of the results of search done with Google search engine. The search 
results are defined with words the online store owner wants to advertise ones 
company. (Google Inc. 2013.) 
 
Figure 4. Question 16. What of the following advertisement tactics or channels 
have you used? 
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16. What of the following advertisement tactics or channels have you 
used? 
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Magazine advertising is the second most popular way to advertise 
Kotisivukone-palvelu service online stores because about 18,6 per cent of the 
customers use this method. Electrical customer letters are in the top three 
advertising methods by about 16 per cent chose to use e-mails to stay in 
contact with their customers by sending advertisements regularly. As the figure 
4 shows Internet isn’t the only way to advertise online stores. It is a combination 
of online and offline advertising. This just goes to prove the theory of Dave 
Chaffey, which I told about in the subtitle 5.1, about online store owner’s 
possibility to advertise both the traditional ways like magazines and with the 
new technology. 
There is though a surprising factor of online store owners which have never 
advertised their company in any way shape or form. The number is about 13 
per cent. Clearly Kotisivukone-palvelu service has here some space of 
improvement to be made. It is impossible to find customers and especially the 
right target group without advertising. The irony of this is that Kotisivukone-
palvelu service online store customers aren’t even willing to invest much if not 
at all to advertising. As the figure 5 shows about 56 per cent of the online store 
owners are ready to pay less than 50 € per month for better visibility. 
 
Figure 5. Question 18. How much are you ready to pay for a better visibility for 
your online store? 
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18. How much are you ready to pay for a better visibility for online 
store? 
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So 90 online store owners were willing to invest a little in advertising. About 25 
per cent of the answers’ didn’t want to pay anything for better visibility. This 
might mean that 40 online store keepers haven’t got the resources to invest in 
advertising at the moment. On the other hand, this could also mean they have a 
reliable clientele already and they feel there is no need to invest in advertising 
their online store. I would suggest that Kotisivukone-palvelu service could offer 
their online store customers different level types of advertising services. The 
main idea would be to categories advertising into groups that are defined by the 
amount it will cost per month. I created these advertising packages below as an 
example how the advertising could be offered to the online store owner. 
A. Advertising group 1: 45 €/month 
 search engine advertisement: 4€ 
 electrical customer letters: 4€ 
 banners 4€ 
 Kotisivukone portal: 33€ 
 
B. Advertising group 2: 12 €/month 
 search engine advertisement: 4€ 
 electrical customer letters: 4€ 
 banners: 4€ 
Advertising group 1 could have the widest advertising tools available and could 
cost 45 € a month. These tools could include: search engine advertisement, 
electrical customer letters, banners and Kotisivukone portal. The group 1 could 
be aimed at company customers, because I would assume they want to invest 
more into advertising than private customers. Advertising group 2 would cost 
about 12 € a month and I think this could suite best for both company customer 
and private customers. The advertising group 2 might include: search engine 
advertisement, banners and electrical customer letters. The pricing of these 
groups is my estimation based on the current prices of already existing 
advertising tools. Every advertising tool is offered already by Kotisivukone-
palvelu service and these cost exactly 4 € each, but the Kotisivukone portal is 
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my improvement idea and doesn’t exists yet. This new advertising tool could 
cost in my estimation about 33 € a month. (Ideakone 2013.) As the survey 
figure 5 shows about 56 per cent of the customers were ready to pay for 
advertising less than 50 € a month. So these advertising groups would suite for 
the customers willingness to pay less than 50 €. 
The group 1 cost calculation was as follows: 1 tool equals 4 € so the price for 
group 1 was 12 €, because 3 x 4 is 12. The group 2 pricing was a result of 
following process. I decided the maximum price could be 45 € because 
customers were willing to pay less than 50 € a month. Then I took the cost of 12 
€ (search engine advertisement, banners and electrical customer letters) and 
reduced those from 45 €. The result was 33 € and that was the price the 
Kotisivukone portal would get. 
Kotisivukone portal would be a web site where all of the online stores built with 
Kotisivukone-palvelu service would be visible if these online stores have 
ordered the advertising group 1. Kotisivukone portal would be built and 
maintained by Kotisivukone-palvelu service or perhaps by other company if 
Kotisivukone is willing to outsource Kotisivukone portal to others to take care of. 
I should think such a way to advertise online stores would be beneficial to both, 
the Kotisivukone-palvelu service and their customers’ online stores visibility. 
Kotisivukone would get more visibility as well as the online stores. 
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6 LOGISTICS OF THE ONLINE STORE 
The main issue to keep in balance is the demand and supply of the products 
and services offered to customers. In this chapter logistics, transport and 
payment possibilities are discussed. The customer satisfaction survey will give 
some light into these subjects with examples. Like any other physical store, the 
online store needs to be up to date. The entrepreneur has to do inventory of the 
possible products sold online. The online store keeper has to decide the 
purpose of the online store if one has a physical store already. Does the online 
store give more variety to the services or products that are sold in the physical 
store or are the content of both stores the same. (Daniel 2011, 57.) This all is 
relevant to take into consideration of course only then if one has a physical 
store. Those entrepreneurs who have already a physical store have to find a 
way to do the periodic inventory so that the demands of both stores are 
documented and the needs of the clients are fulfilled. 
Paul Grefen gives an interesting point of view in his book about the possibility 
that marketing online has brought to both the seller and the buyer. He basically 
says that Internet has made it possible to transfer from supply chain business 
model to demand chain business model. The demand chain model changes the 
logistics process. With the supply chain process the entrepreneur estimates the 
demand of products and services by previous customer behavior. The demand 
chain process is quicker and more accurate because customers make their 
order first and after this the product is produced. The whole logistics process 
from production to delivery will be more efficient. And there are less 
unnecessary working hours spent to make products that just remain in storage, 
if the online store keeper makes its own products. In situation where the online 
store keeper orders ready-made products from another supplier unnecessary 
orders will be avoided by using this demand chain business model. (Grefen 
2010, 51.) 
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6.1 Taking care of the orders 
The demand chain business model would need an online store feature that 
makes it possible to see on time what products or services customers order and 
transfer the order information into production. In the Kotisivukone online store 
customers can see the data of ordered products. In that page the online store 
keeper can search: Hae maksetut, Hae maksamattomat, Hae käsitellyt and Hae 
käsittelemättömät orders by setting a certain time limit as the picture 3 shows 
below. I would think it would be beneficial for the online store keeper to have an 
additional function in this orders page to combine data from all products and it 
would show the amount of purchases on each of them. I could say that the 
demand chain model is made possible to the users of online store feature by 
 
Picture 3. Management of orders in the online store. 
this function of orders. Also some kind of an Excel file could be created from 
products that customers have viewed by clicking, but for some reason or 
another not bought it. This type of information can be used to improve the online 
store company’s marketing tactics. Kotisivukone-palvelu service actually offers 
a possibility for its online store customers to reproduce a report of products 
which have had the most views by customers. But I think this feature could be 
extended to all products that have been viewed. 
 
I think there could also be added a new function into the online store feature 
which makes a chart of all the products and show how much each of them have 
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been sold. It would be possible to set time range where from to check the sales 
information. Also a possibility to see the least clicked products so that the online 
store keeper could maybe remove those products which are not bringing 
enough income. 
6.2 Taking care of transportation 
Ian Daniel asks a logical question in his book about online store transportation. 
Which type of transportation is necessary for your online store? (Daniel 2011, 
57.) In the customers satisfaction survey I asked customers that had the online 
store feature at their usage which transport services they use. The answers 
show a wide range of service used in Finland. The pie and bar chart of these 
results are to be found in Figure 6 and 7 and down below are listed all of the 
transportation services. 
1. Post office services are: 
Itella postipalvelut, Itella Prinetti, Matkahuollon Jako-paketti and 
Matkahuollon Lähellä-paketti. 
2. Other services are: 
UPS, Smartpost, Schenker-Kiitolinja, Own logistics through Itella, 
Matkahuolto Bussipaketti, Matkahuolto, Matkahuollon matkaennakko, I 
deliver picture files electrically via Web, Fetch from my shop/me and 
cargo. 
As you can see there are a lot of transportation opportunities to choose from. 
That is why the entrepreneur has to think hard which type of a service would 
suit to your online store structure the best. As Ian Daniel points out the online 
store keeper is not limited to just one transport option (Daniel 2011, 51). 
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Return policy 
 
The goods should be deliverable both ways between the customer and online 
service provider, if the customer wants to change the purchased product or just 
return it all together. In the case that the buyer wants to return bought products 
there should be the possibility to get the money back from the seller. These 
types of rules about product and money returns should be visible on the online 
store for the customers to see. This indicates that your online store is 
trustworthy, when the online store offers refund possibility for customers. 
(Daniel 2011, 52.) In Finland there is the Kilpailu- ja kuluttajavirasto which gives 
guidelines to customers and entrepreneurs how to function in trading and obey 
the Finnish law at the same time (Kilpailu- ja kuluttajavirasto 2013). Customers 
have rights of what they should know about and in turn the seller has 
responsibilities towards the customer to remember. Honesty is the best policy 
so that is why the customer has to be informed of one’s prerogative to cancel 
the order made online within 14 days (Kilpailu- ja kuluttajavirasto 2013). At the 
same time the online store keeper has one month to deliver the ordered goods 
to customer (Kilpailu- ja kuluttajavirasto 2013). At least at the moment these 
regulations are valid, but the online store keeper has to stay on top of the 
possible changes that are made to the online store trading policies. 
6.3 Survey: Payment services and logistics  
I chose two questions from the customer satisfaction survey that I thought to be 
most suitable under this subtitle. The first question is “Do you have following 
payment services or customs?” and the second one is “What of the following 
logistics choices do you use in your online store?”. The goal was to find out 
what payment services online store owners used that Kotisivukone-palvelu 
service offered to them. With the logistics question I tried to find out the most 
popular ways to take care of transportation in Finland that are enabled by 
Kotisivukone-palvelu service. 
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Payment services 
 
Clearly there are three types of payment or methods which are been used by 
the Kotisivukone-palvelu service customers. They are prepayment, bills and 
wire transfer as the bar chart shows in figure 6. About 23 per cent of the online 
store owners have chosen the prepayment service to be used in their online 
store. The second place goes to usage of regular bills with about 22 per cent of 
clients using this service possibility. Finally the third most popular way of 
transferring money is wire transfer by about 17 per cent. 
 
Figure 6. Question 21. Do you have following payment services or customs? 
These payment services seem to be the oldest and the most familiar ways of 
buying goods, for example, from paper catalogues. Now these payment 
methods are just transferred to the Internet and the online store owners possibly 
choose them because they seem to be safe ways of buying from the online 
store. Also, the customers of the online store might find it easier to use the old 
ways of paying for their purchases. This is just the author’s assumption. 
0,00 % 5,00 % 10,00 % 15,00 % 20,00 % 25,00 % 
Bill 
Checkout 
Klarna 
Luottokunta 
PayPal 
Prepayment 
Private bank's internet payment button 
Suomen maksuturva 
Suomen verkkomaksut 
Wire transfer 
21,96 % 
5,07 % 
3,04 % 
7,09 % 
3,72 % 
22,97 % 
2,70 % 
3,38 % 
12,84 % 
17,23 % 
21. Do you have following payment services or customs? 
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The newer payment services are: Suomen verkkomaksut, Luottokunta, 
Checkout, Suomen maksuturva, PayPal, Klarna and Private bank’s Internet 
payment button. The most used newest payment service is Suomen 
verkkomaksut because about 13 per cent of clients have chosen this one. One 
has to keep in mind that on the survey the Kotisivukone-palvelu customers had 
the possibility to choose several payment services, because this was a multiple 
choice question. This means that the online store owner might have had both 
the older types of payment services and the newer ones mixed together in one 
online store. In this question number 21 there was also given a possibility to the 
survey answerer’s to write freely about other payment services. Five people out 
of 187 said they use Postiennakko service as the table 3 shows. 
Table 3. Question 21. extension. 
Choise Percent 
Frequency 
Frequency 
Bill and credit card bill 9,09 % 1 
Bussiennakko 
Matkahuolto 
9,09 % 1 
Email billing 9,09 % 1 
HelpostiLasku 9,09 % 1 
Jälkivaatimus 9,09 % 1 
Maksu noudettaessa 9,09 % 1 
Postiennakko 45,45 % 5 
Grand Total 100,00 % 11 
 
Logistics choices 
 
Figure 7 will show the results on what type of transportation methods the online 
store customers use that Kotisivukone-palvelu offers at the moment. Over half 
of the pie chart goes to Itella postipalvelut service, to be more precise it is about 
55 per cent. 
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Figure 7. Question 22. What of the following logistics choices do you use in your 
online store? 
The second most used logistics service is offered by Itella Prinetti with about 21 
per cent. In addition to Itella logistics Kotisivukone-palvelu service I gave the 
Kotisivukone-palvelu service customers a possibility to grade their logistic 
choices and the results were given from 1 to 6. 1 means bad and 6 means 
excellent. 
 Itella postipalvelu: 4 
 Itella Prinetti: 6 
 Matkahuollon Lähellä-paketti: 6 
 Matkahuollon Jako-paketti: 6 
The logistics services that clearly stand out from all of the answers, to this 
additional question that followed question number 22, were fetching from the 
online store owners’ physical shop and own transportation. There were 5 online 
stores that use own transportation and 5 stores that ask the buyers to fetch 
products from the physical store. As the table 4 shows. 
Table 4. Question 22: Additional logistics choices. 
Logistics choices 
 
 Percent 
Frequency 
Frequency 
Cargo 3,03 % 1 
DSV 3,03 % 1 
             (continue) 
Itellan 
postipalvelut 
55 % 
Itellan Prinetti 
21 % 
Matkahuollon 
Jako-paketti 
11 % 
Matkahuollon 
Lähellä-
paketti 
13 % 
22. What of the following logistics choises do you use 
in your online store? 
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Table 4. Question 22: Additional logistics choices. (continue). 
Logistics choices 
 
 Percent 
Frequency 
Frequency 
Fetch from my shop/me 15,15 % 5 
Hämeen Tavarataxi 3,03 % 1 
I deliver picture files electronically via 
web 
3,03 % 1 
Kaukokiito 6,06 % 2 
Matkahuollon matkaennakko 3,03 % 1 
Matkahuollon normaali paketti  6,06 % 2 
Matkahuolto 3,03 % 1 
Matkahuolto bussiennakko 3,03 % 1 
Matkahuolto bussipaketti 3,03 % 1 
Nothing / not in use 9,09 % 3 
Own logistics through Itella 3,03 % 1 
Own transportation 15,15 % 5 
Schenker - Kiitolinja ( big and heavy 
ones) 
6,06 % 2 
Several foreign transport company 3,03 % 1 
Smartpost 3,03 % 1 
Transpoint 6,06 % 2 
UPS 3,03 % 1 
Grand Total 100,00 % 33 
 
This is, of course, a marginal group out of the whole survey results, when 5/187 
entrepreneurs are for example expecting the customers to fetch purchased 
goods from the physical store. An interesting detail is the logistics choice of 
nothing or not in use, which was chosen by 3 customers. This might mean their 
online store offers services, which are not then delivered but served to the 
customer somehow. The other thing might be that the online store offers a 
downloadable product that is delivered via web. Therefore services and 
downloadable things don’t need a physical transportation service. 
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7 CONCLUSION 
Ideakone Ltd should invest in the online store customers even more, because 
online stores are the future and a lot of money is to be made in that field of 
business. Even though Finnish market field is small with about 5 million people I 
believe there is enough demand for online stores in the future. Kotisivukone-
palvelu service is aimed at small company owners as one target group. Small 
company owners in turn offer their online store services mainly in B2C sector. 
Individual customers vary and this gives good opportunities to many types of 
online stores to find their own customers. One could say there are endless 
possibilities to succeed in this consuming society structure. 
The customer satisfaction survey revealed that all of the Kotisivukone-palvelu 
service online store customers aren’t making such a good profit. Perhaps 
finding the right target group of customers with different marketing tactics could 
help to improve online store customers cash flow. One has to also remember 
the customership and what portion of the annual income came from the online 
store and what portion came from a possible physical store. I could have re-
framed the question about annual net revenue to ask specifically online store’s 
annual net revenue and gotten more correct results.  
The customer satisfaction survey results were used immediately after the 
survey was closed and analyzed. This report was a more detailed look into the 
survey. Before the survey was sent the main changes were made to the 
logistics services that Kotisivukone-palvelu service offers. Generally customers 
were satisfied with the logistics services because half of the users said the 
logistics was comprehensive enough. Also customers graded Itella an average 
of 5 out of 6 and Matkahuolto got an average of 6 out of 6. 1 means bad and 6 
was excellent.  
Generally the online store customers weren’t satisfied with the marketing 
possibilities Kotisivukone offered. Some type of an improvement for the 
marketing services might be in order because marketing is the only way to get 
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customers and more income. I would suggest that customers could have a new 
feature called email advertising. About 70 per cent of the customers were willing 
to try this email advertising method to advertise their new products or services 
and sales directly to their customers. There could be some type of a readymade 
form for sales and new products as a part of the online store feature’s admin 
page, which the online store owner could fill and sent to ones customers. Also 
about 60 per cent of the customers would like to have an electronic customer 
satisfaction questionnaire to send their clients. That way online store keepers 
could find out how to improve their own services. 
As a final conclusion the online store feature was estimated to be good by about 
58 per cent of the users and about 28 per cent of the clients thought the service 
was satisfactory. Also the cost of keeping an online store was considered 
reasonable by 80 per cent of the users and 13 per cent of the answers’ thought 
Kotisivukone offers too expensive online store services. In my opinion I 
managed to analyze the survey results and suggest some improvement ideas 
as well to Ideakone Ltd to build their service online store feature even better. 
  
45 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Tanskanen Elisabet 
REFERENCES 
Chaffey, D. 2009. E-business and e-commerce management, Strategy implementation and 
practice. Fourth Edition. Italy: Rotolito Lombarda. 
Daniel, I. 2011. Essential Step by Step Guide for Selling and Marketing Products Online. USA. 
Google Inc. 2013. Mainoksesi näkyvät Googlessa. Viitattu 10.2.2013 
https://accounts.google.com/ServiceLogin?service=adwords&hl=fi_FI&ltmpl=jfk&continue=https:
//adwords.google.com/um/gaiaauth?apt%3DNone%26ltmpl%3Djfk&cd=FI&passive=86400&sac
u=1&sarp=1 
 
Grefen, P. 2010. Mastering e-business. 2 Park Square, Milton Park, Abington, Oxon, OX14 
4RN, the USA and Canada: Routledge. 
Ideakone Oy. 2013. Henkilökunta. Viitattu 30.3.2013 
http://ideakone.fi/henkilokunta 
 
Ideakone Oy. 2012. Hinnasto. Viitattu 9.6.2012 
http://www.kotisivukone.fi/hinnasto 
 
Ideakone Oy. 2013. Hinnasto. Viitattu 1.4.2013 
http://www.kotisivukone.fi/hinnasto 
 
Ideakone Oy. 2012. Ideakone Lyhyesti. Viitattu 5.6.2012 
http://ideakone.fi/yritys/160 
 
Ideakone Oy. 2012. Ideakone Oy. Viitattu 5.6.2012 
http://ideakone.fi/ 
 
Ideakone Oy. 2012. Kenelle Kotisivukone sopii? Viitattu 9.6.2012 
http://www.kotisivukone.fi/esittely/kenelle 
 
Ideakone Oy. 2012. Kotisivukilpailu. Viitattu 30.3.2013 
http://www.kotisivukone.fi/kotisivukilpailu 
Ideakone Oy. 2012. Kyselyt ja lomakkeet -lisäominaisuus – 10 €/kk. Viitattu 10.6.2012 
http://www.kotisivukone.fi/esittely/kyselyt 
 
Kielikone Oy 2013. Dictionaries. viitattu 29.3.2013. Dictionaries > B2B. 
 
Kielikone Oy 2013. Dictionaries. viitattu 29.3.2013. Dictionaries > B2C. 
 
Kielikone Oy 2013. Dictionaries. viitattu 29.3.2013. Dictionaries > CEO. 
 
Kielikone Oy 2013. Dictionaries. viitattu 29.3.2013. Dictionaries > CTO. 
 
Kielikone Oy 2013. Dictionaries. viitattu 29.3.2013. Dictionaries > SWOT. 
 
Kilpailu- ja kuluttajavirasto. 2013. Kaupan peruuttaminen verkkokaupassa. Viitattu 9.2.2013 
http://www.kuluttajavirasto.fi/fi-FI/yritykselle/verkkokauppa/kaupan-peruuttaminen/ 
 
Kilpailu- ja kuluttajavirasto. 2013. Yhteystiedot. Viitattu 9.2.2013 
http://www.kuluttajavirasto.fi/fi-FI/yhteystiedot/ 
 
Kilpailu- ja kuluttajavirasto. 2013. Verkkotilauksen jälkeen. Viitattu 9.2.2013 
46 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Tanskanen Elisabet 
http://www.kuluttajavirasto.fi/fi-FI/yritykselle/verkkokauppa/tilauksen-jalkeen/ 
 
MOT Sanakirjasto 2013. Dictionaries. viitattu 29.3.2013. Dictionaries > ebook. 
 
Rantanen, M. 2012. Isän ja pojan harrastuksesta tuli kokopäivätyötä. Helsingin Sanomat 
20.12.2012. 
 
Sontakki, C.N. 2010. Marketing Research. Mumbai IND: Global Media. 
 
Tilastokeskus 2011. Maakunnat 2011. Viitattu 6.12.2011 
http://www.stat.fi/meta/luokitukset/maakunta/001-2011/index.html 
 
Viitala, R.; Jylhä, E. 2008. Liiketoimintaosaaminen. Menestyvän yritystoiminnan perusta. 1 – 3 
painos. Helsinki: Edita Prima Oy. 
 
Vilkka, H. 2005. Tutki ja kehitä. Keuruu: Tammi. 
 
Appendix 1 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Tanskanen Elisabet 
The survey to Kotisivukone customers 
 
Appendix 1 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Tanskanen Elisabet 
 
Appendix 1 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Tanskanen Elisabet 
 
 
Appendix 1 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Tanskanen Elisabet 
 
Appendix 1 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Tanskanen Elisabet 
 
 
Appendix 1 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Tanskanen Elisabet 
 
Appendix 1 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Tanskanen Elisabet 
 
